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Editor’s preface 
With more than 40 years of experience in the Dutch and West European gas market, the 
Netherlands can clearly be regarded as a knowledge centre for natural gas. In the light of this 
large pool of expertise and the very swiftly changing energy markets, N.V. Nederlandse 
Gasunie and the nearly 400 year old University of Groningen decided to join forces and, with 
support from Gazprom, founded the Energy Delta Institute (EDI). EDI’s main goal is to 
provide support for the training and development of the energy managers of the future. 
Therefore EDI has developed training and research programmes, aimed at various 
management, economical and geopolitical issues related to natural gas. 
 
EDI’s courses cover all aspects of the gas value chain. EDI’s curriculum ranges from two 
Executive Master Programmes “Master of Gas Business Management” and “Master of 
Petroleum Business Engineering” to separate courses, varying from 2 weeks to several days. 
Experts of the gas business act as lecturers for all these programmes. In addition, highly 
regarded guest speakers from knowledge institutes around the world also conduct lectures. 
EDI offers the opportunity to discuss and share experiences with its partners, amongst others 
Shell, Gasunie, Gazprom, LogicaCMG, Clingendael, the University of Groningen, the Gubkin 
State University for oil & gas, MGIMO, Oxford, Yale and Stanford. All these partners 
contribute to the EDI knowledge base - and this network is expanding rapidly. EDI is a small, 
flexible company aiming to sell knowledge worldwide in a highly competitive global setting.  
 
Against this background, at the request of EDI, the Science Shop of Economics, Management 
& Organization of the University of Groningen started a masters thesis group-project 
concerning the market potential of EDI. The Science Shop selected a group of three students 
with a mix of economics, business administration and economic geography expertise that 
were willing and capable to write a masters thesis in the framework of the project. These 
students, Jos Meijerhof, Marika Stegmeijer and Sander Stoter on the one hand analysed the 
market potential of EDI in three European regions and in North Africa, the Middle East and 
South-East Asia and on the other hand made a competitor analysis for EDI. The main results 
of their studies are presented in three reports of which this is one. 
 
FINDING ATTRACTIVE MARKETS FOR THE EDUCATIONAL PROGRAMS OF THE ENERGY DELTA INSTITUTE (EDI) 
 
During the project the students were advised and supported by EDI. We would like to thank 
EDI for their time and advice. We would also like to thank the supervisors from the university 
for coaching the students. 
 
Frans Sijtsma  
(on behalf of the Science Shop Economics, Management & Organization)  
 
Groningen, December 2005 
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Abstract 
The Energy Delta Institute, a provider of courses on many subjects related to natural gas, 
wants to know the market potential of the different national natural gas markets and market 
players in three European regions. This research uses data about thirty-nine national natural 
gas markets to make a ranking of countries based on their overall market potential for EDI. It 
will specify the degree of priority that EDI’s marketing department should give to each 
country and will indicate the differences in market potential in the different European regions. 
Also, 171 companies from the countries with the highest market potential for EDI are ranked 
based on company characteristics found to be important in influencing training and 
development activities in earlier research. The results of this research can be used by EDI’s 
marketing department in setting priorities and deciding which markets to enter and which 
companies to approach. 
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Introduction 
The Energy Delta Institute (EDI) is an International Business School and Research Centre for 
natural gas, set up in 2002 by N.V. Nederlandse Gasunie, the Rijksuniversiteit of Groningen, 
and Gazprom, the world’s biggest gas company located in Russia. EDI’s main goal is to 
support organisations over the whole world to obtain knowledge and skills for the 
development of an economic viable gas market and a sustainable gas industry through an 
international network of knowledge institutions. The curriculum of EDI, primarily focussed 
on economical, managerial and geopolitical issues, varies from Master Programmes to courses 
of 3-5 days to In-company programmes (energydelta.nl). 
 
Currently, EDI is trying to extend its network with several major partners which may insure 
EDI’s existence in the future. Meanwhile, it wants to expand the number of participants in 
their courses. Until now, most of the participants in the courses offered by EDI are from either 
the Gasunie, or Gazprom. When a more diverse group of participants would take part in the 
courses, the exchange of knowledge would be encouraged, and even more participants might 
want to attend just because they do not want to miss a thing. 
 
To get an overview of the opportunities to expand the number of participants from different 
countries and companies in three European regions, EDI needs insight in the characteristics of 
the national natural gas markets and the players on these markets. The research described 
below will identify the countries to which EDI’s marketing department should give highest 
priority, and ultimately, a ranking of companies with activities related to the (liquid) natural 
gas based on their potential for EDI.  In short, the results of this research will be:  
• a raking of European countries based on their market potential for EDI products;  
• a quantitative estimate of the differences in market potential of three strategic regions; 
• a selection and ranking of companies in six countries based on their market potential 
for EDI products; 
• a database containing the ranking of countries in which the weights of the dimensions 
can easily be altered to obtain an alternative ranking; 
• and databases containing all companies in this research, including various company 
specific characteristics. 
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The scope of the research: Three strategic regions and their countries 
Within Europe, EDI identified three strategic regions: West, Central and East. Grouping the 
European countries in to these regions however, turned out to be problematic. For example, 
according to Gross (2001) Central Europe is more an intellectual construct than a 
geographical entity. The United Nations (http://esa.un.org/unpp/index.asp?panel=5) divide 
Europe in to four regions: Eastern, Northern, Southern and Western. This research uses this 
division by the UN as a basis for an alternative grouping of countries in to three regions. In 
comparison to the division by the UN, Northern Europe is split up between Western and 
Eastern Europe. Figure 1 gives a visual presentation of the division. 
 
Western Europe: Norway, Sweden, Finland, Denmark, United Kingdom, Ireland, Iceland, The 
Netherlands, Germany, Belgium and Luxembourg, France, Austria, Switzerland and 
Lichtenstein 
 
Eastern Europe: Poland, The Czech Republic, Slovakia, Hungary, Romania, Bulgaria, 
Estonia, Latvia, Lithuania, Belarus, The Ukraine and Moldova 
Southern Europe: Spain, Portugal, Greece, Italy, Albania, Serbia and Montenegro, Bosnia 
Herzegovina, Croatia, Slovenia, Macedonia, Turkey, Cyprus, Malta 
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National gas market characteristics  
The research below focuses on a number of quantitative variables which describe the 
characteristics of the 39 national gas markets mentioned above (Belgium and Luxembourg 
were put together for data-availability reasons). These quantitative variables allow for ranking 
the countries and analyzing the differences between the three strategic regions in Europe 
based on their market potential for EDI products. Sources like BP’s Statistical Review of 
World Energy 2004, International Energy Agency’s publication Natural Gas Information 
2003, the CIA’s online World Factbook, Eurostat and the company database of Amadeus 
were used to gather data on natural gas reserves, production, consumption, import, export, 
training, etcetera. The most interesting outcomes of this data gathering process are discussed 
below. The whole dataset can be found in table 1. 
 
The European countries examined in this study had a total proved natural gas reserve of seven 
trillion cubic metres at the end of 2003. Norway, The Netherlands and The Ukraine account 
for almost 75 percent of these reserves. The United Kingdom produced almost one third of the 
total of 319,2 billion cubic metres that were produced in the European countries in 2003. 
Norway and the Netherlands are the other top three gas producing countries. Some of the 
countries with gas reserves, like Turkey, The Ukraine and Bulgaria can go on producing 
natural gas at the current rate for a long period of time. Another group of countries however, 
will be out of natural gas reserves in only a couple of years. The most extreme example being 
The United Kingdom, which will be out of reserves in six years after the end of 2003. 
 
National natural gas consumption is highest in the United Kingdom, followed by Germany 
and The Ukraine. Per capita, The Netherlands turn out to have by far the highest natural gas 
consumption rate. Sweden, on the contrary, has very low levels of natural gas consumption.  
Germany, Italy and France are the biggest importers of natural gas by pipeline, while Spain, 
and again, France and Italy are the biggest importers of liquid natural gas (LNG). The 
European countries exported a total of 142,41 cubic metres of their own natural gas over 
2003, mostly to each other. Norway and The Netherlands alone account for almost 78 percent 
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The data for the ‘number of companies’ characteristic in table 1 was found using the database 
of Amadeus, which contains financial information of over 250.000 European companies. In 
this database, a search was done for companies with at least two hundred employees and the 
word ‘gas’ in their English trade description or national activity labels. Germany, The United 
Kingdom and The Ukraine turn out to host the most companies satisfying this description. 
 
CVT stands for Continual Vocational Training and can be described as permanent education 
and training that provides job-related skills and knowledge (Oxford Reference online). In 
Eurostat, statistics about the percentage of companies providing CVT in the different National 
Accounts in Europe (NACE) can be found. NACE is a European system to structure the 
economy into statistical sectors (Eurostat, 2005). Two CVT characteristics are listed in table 
1. The data for NACE 40, containing the ‘manufacture and distribution of gaseous fuels 
through mains’ sector, was used as input for the ‘percentage of companies providing CVT’ 
characteristic. Notice that in the Scandinavian countries nearly all companies provide CVT. 
The second characteristic, ‘CVT costs’ measures the costs of CVT courses per participant in 
Purchasing Power Standards (PPS) for the same NACE. Greece and Sweden are the highest 
scoring countries on this characteristic. 
 
Ranking the countries: The dimensions 
To rank the countries based on their market potential for EDI products, five dimensions were 
formed, considered conveying the most important characteristics of national gas markets for 
EDI. Dimension 1 uses the reserves and production variables to indicate if a country is, or is 
able to be, active in the production of (liquid) natural gas. Dimension 2 uses the import and 
export variables to indicate the level of flows of gas from or to the different European 
countries. The consumption and per capita consumption variables serve as input for 
dimension 3 and give an indication of the size of the natural gas market based on national 
consumption. Dimension 4 gives an indication of the importance of training and development 
in the various countries, using the CVT providing and CVT spending variables. Although data 
on these two variables was not available for every country in the research, this dimension is 
still used in the ranking because for the largest part, countries with the highest index numbers 
on the other dimension do have the appropriate data available. The last dimension, dimension 
5, indicates which counties have the highest number of companies EDI can potentially do 
business with. To determine the overall market potential of the countries from these five 
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dimensions, weights were given to each dimension. Dimension 1 is given the highest weight, 
because it is the best indicator for the degree of activity on (future) national natural gas 
markets. Dimensions 2 and 3 are considered to be of medium importance, while dimensions 4 










Ranking the countries: The methodology 
Selecting countries for further research requires some way of estimating the market potential 
for EDI products in the various countries. As explained above, five dimensions are used for 
making a ranking of countries based on their overall market potential for EDI products. These 
dimensions are formed using nine variables, as shown in table 2. For each of the variables 
national index numbers are calculated using formula 1 (Cavusgil et al., 2003). The country 
with the highest score on a variable will get an index number of 100, while the lowest scoring 
country gets an index number of 1.  
 
In the above formula 1, Xij is the average score of country j on variable i; X´ij is the scaled 
final value of country j for the variable i; MINi is the minimum value for variable i; and Ri is 
the range of variable I. After giving the countries an index number on every variable in table 
2, the index numbers of variables forming a dimension are summed up. This sum of index 
numbers is then rescaled using again, formula 1. Next, the index numbers on the five 
dimensions are multiplied by the weights given in table 2 and the sum of these multiplications 
is divided by the sum of the weights (formula 2). Finally, these numbers are rescaled using 
formula 1, giving the country with the highest market potential for EDI product an index 
number of 100, and the countries almost without market potential an index number of 1. 
MARKET RESEARCH IN THREE EUROPEAN REGIONS 
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Ranking the Countries: The results 
 
National and regional market potential 
In table 3, all countries in this research are ranked based on their overall market potential for 
EDI products. The graph presented in figure 2 concerning the countries and their market 
potential is used for the division of the countries in to groups based on the priority they should 
get from the marketing department of EDI. 
 
The first group, with overall market potential index numbers higher than 50, consists of The 
Netherlands, The United Kingdom, Norway, Germany, Italy, The Ukraine and France. This is 
the group of countries from which EDI’s marketing department will most likely be able to 
attract the highest number of participants. In other words, these are the countries the 
department should give the highest priority to. The rest of the countries are divided in to three 
other groups. The average overall market potential index number is almost 28. The group of 
countries clustered around this average is therefore given a medium priority status. A low 
priority status is given to the countries falling just outside the medium priority group, but with 
an index number higher than 10. Countries with index number lower than 10 are given a no 
priority status. These are the countries in which the marketing department of EDI is the least 
likely to find participants for their courses. 
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After ranking the countries based on their national market potential we now take a look at the 
differences in regional market potential. In figure 3, a map is shown giving a visual 
presentation of the results from figure 2. When this map is compared to the division in regions 
from figure 1, the Western Europe region seems to offer the best opportunities for EDI’s 
marketing department to attract participants from. 
  
Indeed, calculation shows that the average market potential index number of Western Europe 
is almost 43, while Eastern Europe has an average of 23,1 and Southern Europe of only 12,9. 
This means that Western Europe has an average market potential index number that is almost 
15 points higher than the average in all the European countries. This high average is caused 
by the fact that no less than four countries (The Netherlands, The United Kingdom, Norway, 
and Germany) from the Western European region have index numbers higher than 90, while 
the highest ranked country from one of the other two regions has an index number of only 64. 
With respect to the ranking in table 3, and the assigning of priorities in figure 2, it should be 
remembered that these are based only on a number of the national gas market characteristics 
from table 1, and not on the actual demand for knowledge in the field of activities related to 
the natural gas market. In Eastern Europe for example, the lack of knowledge might be larger 
than in the other two regions, making it more interesting as a potential market. Also, there are 
countries that do not have a national gas market of importance, but do, or will, serve an 
important role in the transportation of (liquid) natural gas. These countries may not be ranked 
high in table 3, but might be interesting for EDI. Also notice that if data was available for 
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Turkey and Belarus on the CVT characteristics, both countries would be ranked higher in 
table 3. 
 
Further research: where? 
The next part of the research will focus on companies with activities related to the natural gas 
market in a number of European countries. Figure 2 showed that there are seven countries 
from which EDI’s marketing department is likely to be able to attract the most participants. 
Except The Netherlands, these are the countries in which we will now look for the most 
attractive companies for EDI’s marketing department to approach. The Netherlands, being 
EDI’s home market, was not selected because EDI is considered to have enough knowledge 
about the most important companies with activities related to the (liquid) natural gas market. 
The selection contains at least one country from each of the three regions. This might give 
some insights that would have stayed unknown if all the countries were from the same region. 
Below is a short description of the natural gas markets in the selected countries. This 
description was comprised using the same sources that were consulted to create table 1. 
 
United Kingdom 
At present, the United Kingdom is the largest producer, and the largest consumer of 
natural gas. However, they will run out of natural gas reserves in only a couple of 
years when they continue to produce at the current rate. Not surprisingly, The 
United Kingdom is currently working to ensure security of supply in the future by 
building interconnector pipelines to The Netherlands and Norway, and 
investigating the possibilities of importing LNG (Ofgem, 2005). In 2003, the UK 
imported only 7,51 billion cubic metres of the total of 95,30 billion cubic metres 
consumed. In 2002, the United Kingdom imported natural gas from Norway, and 
exported gas to Belgium, Ireland and the Netherlands. 
 
Norway 
Norway has got the biggest gas reserves of all the countries in this study. It 
produced 73,4 billion cubic metres of natural gas in 2003, making it the second 
biggest producer of natural gas in Europe. In 2002, Norway exported natural gas to 
Germany, France, Belgium, Italy, The Netherlands, Spain, The United Kingdom, 
The Czech Republic and Poland. National natural gas consumption in Norway is 
very low: only 4300 million cubic metres in 2003. When one takes the size of the 
population in to account however, Norway turns out to have a per capita natural gas 
MARKET RESEARCH IN THREE EUROPEAN REGIONS 
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Together with The Ukraine, Germany comes fourth in the list of biggest natural gas 
producers. They can continue to produce at the current rate for about ten more 
years. Germany is the second biggest consumer, and the largest importer of natural 
gas. Germany has no less than 25293 kilometres of pipeline, more than any of the 
other countries examined. In 2002, Germany imported natural gas from the former 
USSR (Russia), Norway and the Netherlands. 
 
Italy 
On the dimensions natural gas reserves and natural gas production Italy is ranked 
sixth. National consumption was 71,7 billion cubic metres in 2003, which ranks 
Italy third on this dimension. In 2002, Italy imported liquid natural gas from 
Algeria and Nigeria, and natural gas by pipeline from the former USSR (Russia), 
Algeria, The Netherlands and Norway. 
 
The Ukraine 
The Ukraine is ranked third on the natural gas reserves dimension, and fourth in the 
natural gas production dimension. They are also ranked fourth on the natural gas 
consumption dimension, with 67,5 billion cubic metres consumed during 2003. 




Although France only produces a small amount of natural gas and has very little 
reserves, it is still ranked sixth in table 2. This is mainly caused by the size of the 
country and its population. On the dimensions gas consumption and gas imports 
France is ranked third. Per capita gas consumption however, is not very high: only 
731 cubic metres. In 2002, France imported liquid natural gas from Algeria, 
Nigeria and Oman and natural gas by pipeline from Norway, the former USSR 
(Russia), The Netherlands and The United Kingdom. 
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The next step: selecting companies 
After selecting the countries to which EDI should give priority, the research will now focus 
on finding and selecting companies which perform activities related to the (liquid) natural gas 
market. In the process of country ranking, the dimension ‘number of companies’ was used. 
The data for this dimension was found by using the database of Amadeus, which contains 
financial information of over 250.000 European companies. In this database, a search was 
done for companies with at least two hundred employees and the word ‘gas’ in their English 
trade description or national activity labels. This resulted in a total of 1310 companies in the 
six selected countries. However, further research concerning this list of companies from the 
first search showed that a large number of companies is not active in the (liquid) natural gas 
industry. Most of them were from the Nace’s 4010 (production and distribution of electricity), 
4011 (production of electricity), and 5151 (wholesale of chemical products). These companies 
were removed from the list based on their description in Amadeus or, in case of any doubt, the 
information on their websites. What remains is a list of 172 companies from six countries, 
mainly from one of the following five NACE’s: 
 
• 1110 (extraction of crude petroleum and natural gas); 
• 1120 (service activities incidental to oil and gas extraction excluding surveying);  
• 4021 (manufacture of gas); 
• 4022 (distribution and trade of gaseous fuels through mains);  
• and 5151 (wholesale of solid, liquid and gaseous fuels and related products).  
 
Ranking the companies: The dimensions 
To rank companies based on their market potential, it is important to know which factors 
influence training and development activities at the company level. According to research by 
Smith and Hayton (1999), the most influential factors are company size, industry sector and 
workplace change. The factor ‘workplace change’ will not be taken into account in this 
research because of the extensive company level investigation that should be done to obtain 
useful data, and the limited time.  
 
For the second factor, ‘industry sector’, Eurostat provides data on the hours spent on CVT in 
specific groups of NACE in the EU 25. In the group with NACE 1110 and 1120, employees 
spent an average of 30 hours on CVT over the year 1999. Employees in the group with NACE 
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4011 and 4021 spent 36 hours on CVT, while in the group with NACE 5151 employees spent 
only 19 hours on CVT. These industry sector specific numbers, although interesting to keep in 
mind when looking at the databases, will not be used in making the ranking, because of the 
differences that will certainly exist between companies in the same NACE. They are an 
average of an average of an average, and therefore too little company specific for this 
research.  
 
The third factor, ‘company size’, is the most important one according to Smith and Hayton 
(1999). Not only is company size very strongly associated with both the volume and diversity 
of training, but it is also related to three important factors that determine the ability of a 
company to provide training and development programs: 
 
• Resources: The larger the company, the greater the economies of scale that can be 
achieved in training and the better the support of this training with high investments in 
training infrastructure. 
• The nature of the workforce: Larger companies have more skilled and professional 
employees who require higher levels of training. The demand for training is greater in 
proportional terms in larger companies. 
• Networking: Small companies have particular problems in accessing training 
providers whereas larger companies, particularly those employing training specialists, 
often have well-developed relationships with a network of training providers and with 
the training authorities. 
 
Another study by Black, Noel and Wang (1999) found that larger companies are more likely 
to purchase outside training courses and that subsidiaries of large companies turn out to 
provide more off-site training and development than independent companies. In accordance 
with these findings, Westhead (1998) has shown that the percentage of companies providing 
formal training is higher among subsidiaries of other organisations, than among independent 
companies.   
  
The above shows that the single most important factor in ranking the companies in this 
research is company size, which is measured by the number of employees. Company size is 
related to other factors that determine the ability of a company to provide training and 
development programs. Interesting to keep in mind is that subsidiaries of large firms tent to 
FINDING ATTRACTIVE MARKETS FOR THE EDUCATIONAL PROGRAMS OF THE ENERGY DELTA INSTITUTE (EDI) 
14 Science Shop of Economics, Management & Organization 
provide more training and development programs than independent firms, that subsidiaries 
provide more off-site training than independent companies, and that the average number of 
hours spent on CVT differs from 19 to 36 between the different Nace’s. 
 
Ranking the companies: The methodology 
The search for companies, as explained above, resulted in a list of 171 companies. Of these 
companies, 51 are from The United Kingdom, 22 from Norway, 33 from Germany, 18 from 
Italy, 35 from The Ukraine and 13 from France. A database of these companies was created 
including dimensions like company name, ultimate owner, NACE code, number of 
employees, operating revenue, profit margin, number of subsidiaries and the English trade 
description. In table 4, these companies are ranked per country based only on the number of 
employees. The research by Smith and Hayton (1999) and Black, Noel and Wang (1999) in 
combination with the availability of company specific information for this research has lead to 
the conclusion that this is the single most important dimension for EDI’s marketing 
department to take notice of. This does mean that changes within companies, existing 
(personal) relationships, contracts, and other factors that might influence the choice of which 
company to approach were not taken into account. It is therefore that table 4, and especially 
the company databases, contain some additional company specific information. 
 
Ranking the companies: The results 
The rankings in table 4 show that in each of the six selected countries there is at least one very 
large company. Another interesting result is that the United Kingdom not only has the highest 
number of companies that EDI’s marketing department might approach, but also has no less 
than thirteen companies with more than 10.000 employees. 
 
In Norway, Statoil ASA, an integrated oil and gas company with substantial international 
activities, has by far the highest number of employees, the highest operating revenue and the 
highest number of subsidiaries. In Germany, E.ON AG, an electricity and gas company has 
over 60.000 employees. In The United Kingdom, BP has more than 100.000 employees, while 
Electricite de France of France even has more than 160.000 employees worldwide. This 
makes it the largest company in this research. Another large company in France is Gaz de 
France, which is the leading natural gas supplier. In the Ukraine there is a large group of 
companies with between 1.000 and 6.000 employees. Almost all of these companies are 
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ultimately owned by The State of Ukraine. Saipem, the largest company identified in Italy, 
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Conclusion 
Aim of this research was to find the differences in market potential between three strategic 
regions in Europe, and to identify the most lucrative national markets and market players for 
EDI’s marketing department to focus on. Thirty-nine countries were ranked based on five 
dimensions that characterize the national gas markets. The result is a ranking of countries 
based on their overall market potential for EDI, with The Netherlands, The United Kingdom, 
Norway, Germany, Italy, The Ukraine and France as high scoring countries. Off course, these 
are the countries to which EDI’s marketing department should give highest priority. At the 
regional level, Western Europe is identified as having the highest market potential for EDI, 
followed by Eastern Europe. Southern Europe turns out to be the region with the lowest 
market potential. 
 
From six of the countries that should get highest priority from EDI, a total of 171 companies 
with activities related to the (liquid) natural gas industry was selected. These companies were 
ranked per country based on their number of employees, which was identified as the single 
most important dimension for EDI’s marketing department to take notice of. The most 
interesting results are the presence of at least one very large company in each of the countries, 
the high number of companies with more than 10.000 employees in The United Kingdom, the 
extreme size of some companies (in particular Electricite de France and BP) and the high 
number of companies of about the same size in The Ukraine. 
 
In trying to attract a larger and more diverse group of participants to their courses, EDI should 
primarily focus on countries at the top of the list in table 3. In these countries, EDI needs to 
approach the companies with the highest number of employees, as they are identified as being 
the most active in training and development programs for their employees. 
 
FINDING ATTRACTIVE MARKETS FOR THE EDUCATIONAL PROGRAMS OF THE ENERGY DELTA INSTITUTE (EDI) 
20 Science Shop of Economics, Management & Organization 
Recommendations 
Some recommendations for EDI’s marketing department: 
 
• Try to find out what is going on in a company and its surroundings, and approach 
them with the courses they need at the moment, or in the nearby future. 
• Keep track of regional, EU and national level changes in legislation, gas reserves, gas 
imports, etcetera. 
• Divide the companies in the company database in to groups (NACE’s) based on their 
activities, and approach these groups with courses related to their activities.  
• Try to find, and understand, the links between companies, for example between RWE 
from Germany and a number of companies in The Czech Republic, to get in contact 
with new potential clients. 
• Understand the influence of new pipelines and the increasing importance of LNG on 
national natural gas markets and the players on these markets.  
 
Limitations 
• This research only considers the market for educational programs on the topic of 
natural gas. The market for research on the same topic was not investigated. 
• Only the market potential of 39 countries in three European regions is determined.  
• The ranking of countries is based solely on natural gas market characteristics, and not 
on the actual demand for knowledge in the field of activities related to the (liquid) 
natural gas market. 
• For only six countries a selection of companies with activities related the (liquid) 
natural gas market is made based solely on information from the company database of 
Amadeus and the company websites. 
• The ranking of companies per country is based solely on the number of employees of 
the companies. Changes within companies, existing (personal) relationships, contracts, 
and other factors that might influence the choice of which company to approach were 
not taken into account. 
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